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PREFACE 
I n d i a has t h e p o t e n t i a l t o be a h igh ly deve-
loped country* possess ing t h e l a r g e s t s c i e n t i f i c 
and managerial manpower i n t h e world; but i t i s t h e 
same t ime, among t h e s lowest growing economies. 
Development i s concerned with t h e p rocess of change 
and a c q u i s i t i o n of economic muscle, and t h e r e can 
be l i t t l e doubt t h a t I n d i a has undergone a r a d i c a l 
change ove r t h e l a s t t h r e e decades . But t h i s power 
of change has t o be barnessed t o growth, to t u r n 
r e sou rces i n t o G.M.P. through a cont inuing stream 
of new p roduc t s and s e r v i c e s . 
What ho lds Ind ian i n d u s t r i e s back i s n e i t h e r 
c a p i t a l nor t e c h n i c a l now-how, both of which a r e 
a v a i l a b l e , a t a p r i c e - but i t s own i n e r t i a and# of 
course , t h e Government. The s t rong c l ima t ing p r o -
t e c t i o n a t home has dubled i t s a p p e t i t e for growth 
and r i s k t a k i n g . Those who have taken t h e r i s k and 
pushed ahead a r e f inding t h a t t h e r e i s no b e t t e r 
impetus fo r growth than growth i t s e l f . 
I s p r i v a t e i ndus t ry i n I n d i a g e t t i n g i t s second 
wind? New p r o j e c t s a r e streaming out of boardroom 
- : i i : -
l i k e confette a t Christmas time and there i s hardly 
a business house tha t doesn ' t have i t s hand f u l l 
on the corporate front the re i s a surge of a c t i v i t y 
on the par t of big business houses as well as o t h e r s . 
Among then, Tatas make news. Their companies wi l l 
not lay behind, cap i t a l i s ing on the shi f t in goveriv 
ment policy which now allows large i n d u s t r i a l i s t s 
to expand in to and in f ras t ruc tu ra l areas, Tatas 
companies are now reaching for the sky^ All i n a l l , 
the Tata leap forward in the 80 ' s i s expected to 
almost double the groups present size (Rs.2,000 crore) 
over next f ive years . 
Almost a l l Tata promoted companies l i k e Voltas 
i n near t o t a l autonomy today. Established in 1954, 
Voltas Ltd, had turn over of Rs.288^in 1980, With the 
recent modification in Govermient policy, Voltas 
has also i t s por t fo l io fu l l of new projec ts not a l l 
of which may mater ia l ize when the chips are down 
but even i f some do i t should make a considerable 
difference to the performance of the corporate sec tor . 
On the smaller scale i t i s on the cards t ha t 
Voltas are about to enter the market i n a new way -
i i i 
inttDduction of Iron Press, Toaster and Mixy i n the 
Indian market. My present study i s a anall attempt 
in t h i s d i rec t ion to determine the potent ia l of a 
market l i k e Lucknow c i t y for sa le of the abc»ve item. 
In a l i k e wise manner a complete market research 
format consist ing of cons\imer^ dealer and r e t a i l e r 
opinion and survey wil l form the framework for ca r ry -
ing on l i k e research in other c i t i e s . Besides the 
study of market po ten t i a l , market p rac t ices of main 
competitors and a consumer survey was a lso done. 
Certain import:ant factors came in to l i g h t : the role 
of media in building awareness and goodwill of the 
companies. 
The recommendations a t the end are based on 
the information energing from the study. Since the 
projec t survey was done in the c i ty of Lucknow, the 
conclusions and recommendations are relevant to 
medium sized c i t i e s , 
I am highly indebted to Mr.N.Singh, Area Sales 
Manager, Voltas Ltd, Lucknow Division, Lucknow, 
for extending help in the completion of market 
survey and consumer survey and for his other valuable 
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suggestions. I am also gra teful to ray supervisor 
Mr.Asif Hale«n for editing and furnishing the f ina l tou-cKej: 
to the writeup. 
Thanks are also due to my friends who inspi red 
and motivated me, and provided me mental and 
physical succour. 
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INTRODUCTION 
TITLE P ^ E : "A study of market t r e n d s , p o t e n t i a l 
and product p r e f e r ence t e s t of I r o n Press and Toas t e r 
i n t h e c i t y of Lucknow" c a l l s f o r t h e study of 
v a r i o u s e l a n e n t s . 
For t h e purpose of ga the r ing in fo rmat ion two 
t y p e s of surveys were conducted . The f i r s t invo lved a 
market survey, whi le t h e second was concerned wi th 
t h e survey of consumers. Evident ly , whole resport i s (b^ 
based on t h e informat ion emerging from thesit two 
pr imary souzxies. 
The i n v e s t i g a t o r made t h e survey during t h e 
f i r s t and second w e ^ of A u g u s t ' 8 1 . Var ious impor tan t 
behavioura l a s p e c t s came t o l i g h t frcxn which conclu-
s i o n s have been drawn 
FOREWARDS j Vo l t a s L t d . , p ionee r i n t h e market -
i n g , has adopted a p o l i c y of d i v e r s i f i c a t i o n and 
growth. The app l i ances D i v i s i o n has i t s own c o n t r i -
b u t i o n i n d i v e r s i f i c a t i o n . I t ' s aim i s t o expand t h e 
p roduc t range by inc luding a number of a p p l i a n c e s . 
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Out of which appliances l i k e water f i l t e r^ water 
hea te r and Auto Electr ic Cooker has been introduced 
and appliances l i k e Iron Press, Toaster Mixy e t c . are 
yet to be introduced. 
Iron Press and Toaster a re vezy popular app-
l i ances in the market. The study object ive i s to 
focus a t t en t ion on the t e n t a t i v e market po t en t i a l of 
I ron Press and Toaster, to find the brands v^hich are 
more popular, as also i t s p r i ce range - for a l l Auto 
and norv-automatic products of Iron Press and Toaster . 
The survey also revealed the various f a c i l i t i e s and 
concessions offered to dealers as incent ives and the 
margin of p r o f i t which accures to each pa r ty . 
On the o ther hand the study highlighted the 
behaviour of consumers towards each brand and products 
respec t ive ly . Thus, i t spo t l igh t s the a t t i t u d e s of 
consumers to brand names, qua l i ty and p r i ce ; pos t -
,slaes>^performance and a f t e r sa les serv ice . Suggestions 
for modifications (if a t a l l ) , improvements were also 
e l i c i t e d from the above sample of consumers. 
STEPS INVOLVg) IN THE STUDY 
PROBLEM DEFINITION 
The f i r s t s t ep I n t h e conduct of s tudy c a l l s 
f o r a c a r e fu l d e f i n i t i o n of t h e problem. I f t h e 
problem i s not def ined c l e a r l y t h e r e s u l t s of t h e 
s tudy may prove in f ruc tuous and hal f - backed. 
Here t h e study i s r e s t r i c t e d t o only two 
i t e m s of E l e c t r i c a l Appliances i . e . I r o n Press and 
T o a s t e r . These two p roduc t s a r e of common u s e i n 
a lmost a l l households and a r e used by a l a r g e per-> 
cen tage of popu l a t i on i n c i t i e s . However, such 
v a r i a b l e s a s qua l i ty* brand name and p r i c e has a 
d e f i n i t e bear ing on t h e p r e f e r e n t i a l s c a l e of consumer. 
One group of people i s concerned wi th t h e 
p r i c e and d e s i r e t o purchase a product w i t h i n a 
l i m i t e d budget notwi ths tanding t h e importance of 
o t h e r a s p e c t s l i k e q u a l i t y , e t c . which $ a l e i n t o i n -
s i g n i f i c a n c e . Th is group c o n s t i t u t e t h e l a r g e s t 
popu l a t i on among t h e u s e r s . 
Yet ano the r group b e l i e v e s t h a t In<iian -
made p roduc t s a r e not upto t h e mark i n q u a l i t y and 
appearance and therefore prefer to use Imported i tems. 
This group cons t i tu tes a small percentage among the 
u s e r s . 
A t h i r d group large emphasis on the qua l i ty 
aspect - both inherent qual i ty of the product as 
also the goodwill of a company. Though p r i ce i s not 
the prime consideration in the i n i t i a l stages* i t 
nevertheless determines the f ina l decis ion. This 
group has been duly influenced by advertisennent 
which have made an impact on t h e i r purchase decis ion. 
Consequently, such people derive sa t i s fac t ion from 
brand pereference. I t i s t h i s group of people on 
which the present study shal l be carr ied out i n order 
t o determine the market po ten t i a l of Iron Press and 
Toaster of Bajaj make, Racold manufactured and E l i t e 
products . 
I am excluding the group consisting the bulk 
of population who are pr ice concious for the simple 
reason tha t products of well known conpany are out of 
t h e i r reach. Their purchase decisions are influenced 
sole ly by p r i ce consideration with the exclusion of 
brand name and qua l i ty . Many smaller and frequently 
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obscure u n i t s produce low p r i c e d I ron Press and Toas te r , 
t o which p roduc t s t h i s group i n v a r i a b l y pe r ambu la t e s . 
Another group which though sroall i n s i z e , 
has enough money t o burn and subsequent ly i n v e s t s i n 
f o r e i g n make i t ems inc lud ing I r o n Press and T o a s t e r , 
As s t a t e d before t h r e e wel l known company namely Bajaj> 
Racold, and E l i t e were cons ide red fo r t h e puri>ose of 
s t u d y . Informat ion on t h e i r market p r a c t i c e s , d i s t r i -
b u t i o n channel , a f t e r s a l e s s e r v i c e f a c i l i t i e s and 
adver t i sement mode and media was gleaned from r e s p e c t i v e 
s o u r c e s . Through p re l imina ry surveys , l o c a l i t i e s and 
a r e a s , where p r o s p e c t i v e buyers r e s i d e , were des igna ted 
f o r t h e purpose of i n v e s t i g a t i o n , 
RESEARCH DESIGN; 
There a r e severa l method of c o l l e c t i n g d a t a 
and in fo rma t ion . A Research Design comprises t h e 
fol lowing : 
A- Data C3ollection Method 
B- Research Ins t ruments and 
O Sampling Plan 
A^ Data Qo l l ec t ion Method; There a r e two 
t y p e s of d a t a . Primary and secondary. Being a f i e l d 
survey, t h e sources of in format ion i s pr imary d a t a . 
R 
which were gathered from consumers* shop-keepers and 
competitors e t c . The roost common method of genera-
t ing information i s through survey. Survey y ie lds a 
broder range of information and i s more efftsctive 
especia l ly for planning product feature* advertisement 
copy« advert is ing media, sales prcmiotion, channel of 
d i s t r i b u t i o n and other marketing va r i ab l e s . 
B- Research Instruments; For the purpose of 
gathering required information i t i s necessary to 
design and use r e l i a b l e research instruments. Survey 
method mostly re ly on quest ionnaires . The construct ion 
of a good question i s therefore a p r e - r equ i s i t e for a 
r e l i a b l e and accurate enquiry. In t h i s regard, the 
following four s teps were assiduously followed while 
preparing the questionnaire* 
(1) Types of questions asked 
(2) form and wording of questions 
(3) choice of words 
(4) sequence of questions 
All e f for t s were made while preparing the scale 
to avoid confusing the respondent as well as to main-
t a i n the i n t e r e s t of the respondant. A copy of both 
the Market Survey and the consumer survey quest ionnaires 
a re attached (see Appendix). 
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^ Sampling Plan t The sampling p lan ansv/ers 
four quest ions. F i r s t l y , the basic i ssue i s - who i s 
to be surveyed ? The sampling un i t depends on the 
de f in i t ion of the problem. So, we have to cover those 
markets which deals in E lec t r i ca l Appliances i n general 
and brand name items in p a r t i c u l a r . The same steps 
were required i n case of consumer. E lec t r ica l Appliance 
users in general and brand product users i n p a r t i c u l a r . 
Then comes sample s i ze : large sample obviously 
g ive more r e l i a b l e r e s u l t s than a small sample. But 
because of l imi t a t ion on time and money, {it because of-^  
l im i t a t i on on time and money, , i t becomes r a the r impo-
s s i b l e to enlarge the sample beyond reasonable effoirts. 
In Lucknow, there are in a l l 75 shops dealing i n Elec-
t r i c a l Appliance (Iron Press and Toaster) , out of t h i s 
were selected from different l o c a l i t i e s . Efforts were 
made to cover a l l shops dealing i n the products of 
Bajaj, Racold and E l i t e . 
In consumer survey those areas were covered 
which were supposed to be highly po ten t i a l for absorp-
t i o n of Iron Press and Toaster of Bajaj, Racold and 
E l i t e . A sample of 50 families were taken and infor -
mation thus generated were used. 
H 
The sample procedure depends on research 
ob jec t ives . In the present problem noiv-probability-
saropling procedure i s adequate. 
F inal ly , cones the Sampling Method. Personal 
Interview was selected for bringing a personal touch. 
The interviewers can then develop an int imate rapport 
with the interviewers who i n the course of tiroe i s 
ap t to shed off a l l previous reservat ion and t h i s 
r u l e s off on the respondents answers. 
FIELD WORK; 
The co l lec t ion of data requires pat ience and 
understanding and sometimes preservance a lso , hurdles 
were faced and overc<Mne in the process . Haippily, the 
inves t iga to r , barring a couple of cases, the majority 
of dealers and respondents sent t h e i r fu l l cooperation. 
As far as poss ib le , respondant b ias has been minimized 
to an ins ign i f i can t degree. 
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EXECaTIVE SYNOPSIS : 
The execu t ive synopsis i s based on t h e 
Informat ion obbi'ned from 
(1) Dea l e r s 
(2) Actual u s e r s 
The p r e s e n t chap t e r i s t h u s devided i n t o two 
s u b - c h a p t e r s . The f i r s t i nvo lves t h e s tudy of Dea le r s 
fol lowed by s tudy of u s e r s . 
DEALERS : 
The r e s u l t s of t h e survey of d e a l e r s regard ing 
I r o n Press and Toas te r i n t h e c i t y of Lucknow i s as 
f o l l ows : 
Lucknow c i t y , which i s a f a s t expanding c a p t a l 
of U t t a r Pradesh# comprises 8 main markets ou t of which 
4 of them i . e . Hazrat Gunj, Prem Bazar, Latouche Road 
and caiowk, a r e of s i g n i f i c a n t importance from my study 
view p o i n t . To ta l number of shops dea l ing i n t h e 
E l e c t r i c a l Appliances i n g e n e r a l and I r o n Press and 
Toas t e r i n p a r t i c u l a r a r e approximately around 7 5 . 
As p o i n t e d out e a r l i e r , our s tudy i s r e s t r i c -
t e d t o cover on ly those markets and shops which d e a l s 
i n t h e q u a l i t y product of BajaJ, Racold and E l i t e . 
'n 
Keeping t h e above c o n s t r a i n t i n view i t was found t h a t 
t h e r e a r e only 20 shops dea l ing i n t h e Ba ja j , Racold 
p r o d u c t s . There i s only one shop t o my s u r p r i s e which 
d e a l s i n E l i t e I r o n Press and Toas te r and t h a t too 
suppl ied i n s i g n i f i c a n t In format ion , So ray s tudy i s 
based on t h e informat ion suppl ied by 20 shopkeepers . 
I n a n u t s h e l l -
- To ta l number of shops dea l ing i n E l e c t r i c a l 
Appliances ( I r o n St Toas ter ) = 7 5 
- Shops dea l i ng i n Bajaj ,Racold & E l i t e 
p roduc t s = 20 
Percentage of shops dea l ing i n q u a l i t y 
p roduc t s = 33.3% 
PRODUCT : 
I r o n Press and Toas te r a r e manufactured by 
t h e above s a i d compet i to r s i n v a r i o u s models e . g . 
Automatic^ Semi-automatic and P l a i n . BaJaJ and Racold 
manufacture 3 models i n Autcxnatic I ron namely Auto-
super , Auto Supreme, Autostandard and Auto P r i y a , Auto 
s t andard . Auto super Delux r e s p e c t i v e l y . 
P l a i n I r o n s a r e produced by t h e s e two companies 
i n two models P l a i n Senior and J u n i o r of Bajaj and 
Domestic of Racold . 
u 
PRICE: The p r i c e s vary from brand t o brand from one 
model t o ano the r model. Automatic^ noivautomatic and 
serai-automatic have d i f f e r e n t p r i c e range both i n 
I r o n press and T o a s t e r . 
CHANNEL OF DISTRIBUTION; The Channel of d i s t r i b u t i o n 
a r e very s i m i l a r f o r Bajaj and Racold, Dea l e r s i n 
LucXnow g e t s u p p l i e s from Kanpur where Bajaj and 
Racold have t h e i r d i s t r i b u t o r s . Kanpur feeds roost of 
t h e U t t a r Pradesh requ i remen t s . 
DEALERS MARGIN, CREDIT AID DISCOUNT FACILITIES : The 
Study has r evea l ed t h a t on an average b a s i s t h e 
D e a l e r s a r e g e t t i n g a margin of 10% approximate ly . 
Cred i t and o t h e r d i s c o u n t f a c i l i t i e s a r e usu-
a l l y not provided by t h e s e companies. Moreover, t h e r e 
e x i s t s no Discount S t r u c t u r e . 
MARKET PRACTICES RB3ARDIN3 ASS, SERVICE OQMMIiSSION: AND 
TRAINIK? OF MECHANICS: 
Af ter s a l e s s e r v i c e a r e provided e i t h e r by t h e 
d e a l e r s o r by company i t s e l f . Minor r e p a i r s a r e done 
by t h e d e a l e r fo r which no s e r v i c e commission i s p a i d . 
But major d e f e c t s a r e r e f e r r e d t o ccanpany fo r which 
p a r t s e t c . a r e supp l i ed . 
Most of Mechanics a r e s e l f t r a i n e d vrorking i n 
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the same type of s k i l l since many years . Pew machanics 
holds c e r t i f i c a t e e t c , 
PUBLICITY: 
Bajaj and Racold do their own publicity and 
advertisonent. None of then pay any amount to dealers 
for local publicity. 
J3 
USERS; 
Attempts were made t o con tac t only, t h o s e 
peop le who a r e us ing t h e Bajaj and Racold a p p l i a n c e s . 
Out of 50 people s e l e c t e d i n t h e j^osh l o c a l i t i e s of 
Lucknow l i k e Ni ra l a Nager, Mahanager, River Bank 
Colony e t c , 45 people gave r e l e v a n t in format ion which 
was used fo r a r r i v i n g a t c o n c l u s i o n s . 
BRAM) WISE BREAK UP: 
Break-up of t h e consumers according t o t h e 
u s e of t h e q u a l i t y p roduc t . Large number of peop le 
i n t h e posh l o c a l i t i e s a r e us ing t h e s e p r o d u c t s . We 
can d i v i d e them i n t o t h r e e c l a s s e s : 
(1) Using Baja j , Racold e t c . P roduc t s . 
(2) Using Imported and o t h e r brand of p r o d u c t s . 
(3) Using unbranded p r o d u c t s . 
PURCHASE PATTERN; 
Most of t h e consumer purchased t h e i r i t « n 
wh i l e s eve ra l of them go t t h e s e two app l i ances a s 'Gif t* 
Mostly people buy i t from Hazarat Gunj o r Latouche 
Road. 
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FACTORS EFFBCTIH3 PURCHASE PATTERN : 
I t appears fxoro t h e survey t h a t a d v e r t i s e -
ment p l a y s a v i t a l r o l e i n molding t h e behaviour of 
a consumer and even sometime breaks brand l o y a l i t y . 
Where purchase i s t o t a l l y dependent on t h e q u a l i t y 
and p r i c e of I r o n Press and T o a s t e r . Recommendations 
from f r i e n d s and exper ience of brand a l s o e f f e c t s 
t h e d e r i s i o n t o some e x t e n t . 
MODIFICATION AtD ASS; / 
The u s e r s never bo the r about(ASS^'i3efore 
making a purchase d e c i s i o n . But they expect ASS 
from t h e shop they buy from. Ifowever, most of D e a l e r s 
p r o v i d e s ASS t o t h e consumers f o r minor r e p a i r s bu t 
f o r major d e f e c t s r e f e r r e d to t h e company. 
Very few consumer t a l k e d about m o d i f i c a t i o n . 
There i s a donand f o r steam p r e s s and t h e demand 
s i t u a t i o n can be ©cplioted by i n t roduc ing such p r o d u c t s , 
BREAK DOWN kW OOMPLAIKT ; 
Low pe rcen tage of peop le complained about t h e 
p r o d u c t s . The u sua l breakdown i n t h e s e a p p l i a n c e s i s 
around 5% but some of them repo r t ed d e c l i n e i n q u a l i t y 
s t a n d a r d . 
. • " . ~ • " • • 
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BODY OF REPORT 
The a n a l y t i c a l and i n t e r study of each 
a s p e c t g i v e s t h e shape of body of r e p o r t . The fol low-
ing page c o n t a i n s t h e i « t ^ of informat ion prov ided 
by Dea le r s as we l l a s consumers. S teps were t aken 
t o ana lyse t h e da t a i n as l o g i c a l frc»n as p o s s i b l e . 
1- Annual Market Oonsumption of cfuality 
P r o d u c t ' s I r on Press and Toas te r 
Annual Market Consumption of I r o n P re s s =2267 i t e m s . 
Annual Market Cbnstimption of Toas t e r =1332 i t e m s . 
F i n d i n g s : - As t h e f i g u r e s i n d i c a t e s t h a t t h e 
demand of I r on P re s s i s approximately around 2667 p i e c e s 
p e r annum and t h a t of t o a s t e r around 1332 items# c o n s i -
de r ing only t h o s e brand which a r e inc luded i n s t udy . 
Thus i t makes c l e a r t h a t t h e demand of I r o n P r e s s i s 
a lmost double t h a n t h e demand of T o a s t e r . I t i n d i c a t e s 
t h a t I r on Press •.•i$j more f r equen t l y purchased i n 
comparis ion t o T o a s t e r , 
2 - Brand and Modelwise pe rcen tage of shops 
dea l ing i n Qual i ty Product , 
A- Percen tage of shops dea l ing i n Bajaj product 
•-• -I i — 
; i«bmber of {Percentage i n [Percentage in 
J^ 1?2P®« J5l?-lii3L£l?2PfJ2?£^J'i.^f^®J^ 
IRON PRESS 
(a) Percentage of 14 70% 18% 
shops dealing 
in Bajaj Iron 
Press 
in 
(b) Percentage of 
shops dea l ing 
i n More than 
one brand of 
I r o n . 13 65% 17% 
TOASTER 
(a) Percentage of 
shops dealing 
in Bajaj Toaster. 9 45% 12% 
(b) Percentage of 
shops dealing in 
more than one 
brand of Bajaj 
Toaster. 1 5% 1.3% 
FllOIliPS: Bajaj has got more distribution outlets i .e . 
around 70% out of quality product dealers. Though the n^ 
number of shops out of total shops i s comparatively low 
i . e . about 18%. The per-centage of shops dealing in 
one brand of Bajaj lion Press i s 70 per cent which i s 
18 per cent of total number of shops. Percentage of shops 
dealing in more than one brand of Iron Press i s 65% 
which is 17 % of total shops. The percentage of shops 
dealing in Toaster is 45 which i s 12% of total shops. 
5 per cent of shops deals in more than one brand of 
Toaster and this i s about 1,3% of total number of shops. 
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B- Percentage of shops dea l ing i n Racx)ld p roduc t s 
[Nuinber o f ' Percentage i n {Percentage i n 
8 40% 10,6% 
IRON PRESS 
(a) Percentage of 
shops dealing 
in one brand, 8 40% 10,6% 
Percentage of 
shops dealing 
in more than 
one brand. 4 20% 5,3% 
TOASTER 
Percentage of 
shops dealing 
in on brand. 7 35% 9% 
Percentage of 
shops dealing 
in more than 
one brand. 4 20% 5.33J 
Findings: There are only 8 shops dealing in Racold 
products which i s 40% of quality shops and 10.6% of total 
appliances shops. 
Iron Press are handled by 8 dealers which i s 40% 
of quality shops and 10.6% of total shops. 4 dealers 
i . e . 20% deals in more than one model of Iron Press. Toaster 
are handled by 7 dealers which i s 35% of 20 shops and 9% 
of 75 shops. 4 shopkeepers deals in more than one model of 
J8 
Toaster which is 20% of auality shops and 5,3% of 
total shops. 
Popular Brand of I ron Press; 
Most popular model among Bajaj Iron Press 
(Based on preference ranking) 
Auto Super 
Auto Standard 
Auto Suprene 
Senior 
Junior 
First 
Preference 
3 
3 
0 
3 
2 
Second 
Preference 
2 
4 
3 
1 
3 
Popular 
Brand 
5 
7 
3 
4 
5 
Most popular model among Bajaj Toaster 
First preference Popular Brand 
Press lift 2 slice 7 7/14 
4 slice 1 1/14 
Findings; Based on field survey it can be said that 
Auto Standard Iron Press is more popular followed by Auto 
Super. In non automatic category Junior is more popular 
than senior model. 
1,9 
s imi la r ly in case of t oas t e r , i t was noticed 
t h a t Press l i f t t oas t e r i s highly popular amongst 
Bajaj Toaster, 
Most popular Model of Racold Iron Press 
F i r s t Second Popular 
Preference Preference Brand 
Auto Priya 
Auto Standard 
Auto Super Delux 
Non Auto 
4 
1 
2 
1 
1 
1 
-
. 
5/8 
2/8 
2/8 
1/8 
Most popular model of Toaster 
Seni-auto Pop up 
Delux Semi Auto 
Electronic 
4 
1 
5/7 
4/7 
1/7 
Findings: Survey shows tha t Autc»natic Iron Press 
are highly popular . Auto-Priya has got more popular i ty 
followed by Auto standard. 
In case of Toaster* Semi-Auto Pop up Toaster i s 
preferred by consumer i n comparison to the Deltufi S^ni 
Auto and Electronic t o a s t e r . Out of 7 dealeirs 5 i nd i -
cated the popular i ty of Serai Auto Pop up on the basis 
of qual i ty sold. 
pf) 
Average p r i c e s t ruc ture of naodels of Bajaj 
l i o n Press and Toaster -
Auto Standard 
a. Rs. 
b. 
c. 
d. 
e. 
f. 
g» 
220 
194+20(S.,T.) 
212 
212 
194+20 (S,T.) 
213 
215 
Average Price=212^7 
Findings: The pr ices as indicated by various dealers 
have s l i gh t va r i a t i on . Thus keeping the va r i a t i on the 
average mean can be ca lcu la ted . This gives an average 
p r i ce of Auto Standard Iron Press as Rs.212.7 for each 
i t a n . 
Auto Super 
a. 
b. 
c. 
d. 
e. 
Rs. 
205 
230 
230 
210 
225 
1100 
Average p r i c e = 220/-
Find inas t The average p r i c e of Auto Super coroes 
a t Rs*220/~ by t ak ing mean of v a r i o u s p r i c e s . Though 
v a r i a t i o n i n on ly one case i s h iphe r bu t i t c a n ' t be 
neg lec ted whi le tak ing mean. 
Auto Supreme 
Rs. 
a, 224 + ST 
b , 223 + ST 
c, 224 + ST 
671 + ST 
Average p r i c e = 223.6 + ST 
F i n d i n g s ; The p r i c e s of Auto Supreme i s a lmost cons-
t a n t a t t h e d i f f e r e n t d e a l e r ' s coun te r . So t h e average 
p r i c e of I r o n i s c a l c u l a t e d by mean method and i t comes 
around Rs. 223.6 + ST. 
Senior Non Automatic 
Rs. 
a . 98 
b . 114 
c . 110 
d. 115 
437 
= 109 
4 
F ind ings ; The average p r i c e of Senio non automat ic P ress 
i s about 85.109/- . 
21 
22 
J u n i o r non automat ic 
Rs. 
a . 98 
b . 98 
c . 90 
d . • 110 
e . 95 
f. _98 
Average ^98 
Findincrs : At 6 d e a l e r counter t h e p r i c e s of j u n i o r 
v a r i e s t o a cons ide rab l e ex t en t i . e . from Rs.90 t o 110, 
So Mode method was used which g i v e s te,98/-(the p r i c e 
i . e . quoted by maximum number of dea l e r s ) 
BAJAJ TOASTER 
Press l i f t Sgni Auto T o a s t e r 
a . 
b . 
c , 
d. 
e« 
f. 
g-
h . 
i . 
I \ S « 
175 
165 
175 
170 
170 
178 
165 
165 
185 
1596. 
9 
» 
+ 
+ 
+ 
5C 
ST(16. 
16, 
16, 
1 « 
,5 
,5 
179 
5) 
• 4 Rs . 
2.-^  
Find ings ; The average p r i c e of two s l i c e p r e s s l i f t 
t o a s t e r comes around Rs,l79.4.V^aration i n p r i c e s was 
not s i g n i f i c a n t so i t was cons idered t o be g e n u i n e . 
4 S l i c e T o a s t e r 
F ind ings ; There i s on ly one d e a l e r who s e l l i t 
a t t h e p r i c e of Rs«260. , 
Average p r i c e s t r u c t u r e of Models of Racold I r o n P r e s s 
and T o a s t e r 
I r o n Press - Auto Pr lya 
P r i c e Rs. 230 
230 
230 
235 
198 + 20(ST) 
230 Average Model P r i c e - — 
F ind ings ; The average p r i c e of Auto P r i y a c a l c u l a t e d 
by Mode method comes as Rs*230. Keeping v a r i a t i o n s a t 
d i f f e r e n t mode method was used t o c a l c u l a t e t h e average 
p r i c e . 
Auto»Super Delux 
PtLces Rs. 214 
224 
Average p r i c e = 219 
Si 
Flndioas: The pr ices as to ld by two dealers gives 
the average p r i ce of Auto-Super Delux a t Rs«219/-. 
Auto Standard 
Prices 212 
Average p r i c e 213^5 
F ind ings ; The siinple mean of t h e two p r i c e s comes as 
R s . 2 1 3 . 5 . The v a r i a t i o n a t two shops i s almost i n s i g -
n i f i c a n c t . 
P l a i n and Delux Popular 
At one coun te r p l a i n I r o n was a v a i l a b l e a t p r i c e 
of Rs.98. Where a s Delux popula r average comes a t Rs.l95 
cons ide r ing two p r i c e s a t two d i f f e r e n t o u t l e t , 
TOASTER 
Semi auto Pop up 
P r i c e s 218 
230 
224 
224 
-213 
1109 
Average p r i c e « 2 2 1 . 5 / -
F i n d i n q s : The most popular brand of Racold Toas t e r g i v e s 
some v a r i a t i o n i n p r i c e . However, the average p r i c e 
c a l c u l a t e d by Mean Method g i v e s t h e average p r i c e a t 
Rs . 2 2 1 . 5 / - . 
P5 
Delux Semi 
FlncLims: 
Auto(4 
The 
s l i c e toas 
P r i c e s 
Average 
average p r i c e 
ster) 
P r i c e 
295 
293 
298 
886/3 
i o£ Delxix Semi 
= 295, 
Auto c 
.3 
:a 
a s Rs,295/- which i s c a l c u l a t e d by simple mean method. 
E l e c t r o n i c and Elegant 
E l e c t r i c Toas te r p r i c e s a r e h igher than any o t h e r 
model and c o s t s R5«436 where-as Elegant automat ic c o s t s 
Rs.226 o n l y . Both t h e models a r e a v a i l a b l e a t one 
coun te r each, 
OJAtCTITY SOI£> DURItG OME YEAR 
To ta l e s t ima ted q u a l i t y l i o n P re s s so ld dur ing 
one yea r = 2667 
- To ta l e s t ima ted q u a l i t y Toas te r so ld dur ing 
one year =» 1332 
To ta l number of Bajaj I r o n Press so ld dur ing 
one year (es t imated) =s 2079 
- Model wise break up of I r o n Press 
Auto super 
Auto s tandard 
Auto supreme 
Senior non auto 
J u n i o r non auto 
475 
510 
314 
330 
^450 
2079 
2n 
Total number of estimated quantity of 
Bajaj Toaster sold during one year = 864 
Model wise breakup of Toaster 
Press l i f e Semi Auto(2 s l ice) 800 
Serai Auto (4 s l ice) _64 
864 
Total estimated quantity of Racold 
Iron Press sold during one year « 588 
Model wise breakup of quantity sold 
Auto Priya 244 
Auto Standard 130 
Auto Super Delux 115 
Plain I 
Delux popular J ^99 
588 
Total estimated quanti ty of Toaster 
sold during one year «= 468 
Model wise breakup of quant i ty sold 
Semi Auto Pop up 290 
Delux Semi Auto 145 
Electronic | 
Elegant • _^ 33 
468 
Percentage shares of resjiective brands 
Percentage share of Bajaj Iron Press = 77,9% 2074 
Percentage share of Racold Iron PJ^ess=__22^1% _558 
122^— 2667 
Percentage share of Bajaj Toaster = 64.8% 864 
Percentage share of Racold Toaster *_^^j:l% -f^® 
100% 1332 
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F i n d i n g s : The es t imated demand of q u a l i t y I r o n i s 
about 2667, ou t of which Bajaj has go t 77.9% l i o n 
share where a s Racold has go t 22.1% s h a r e . S i m i l a r l y 
i n case of T o a s t e r t h a t denand i s 1332 ou t of which 
Bajaj has 64.8% share and Racold 35.13%. I t i n d i c a t e s 
t h a t Bacold T o a s t e r a r e more popu la r than Racold 
I r o n P r e s s . 
DEALER MARGIN; 
A f t e r going through t h e p r i c e s i t i s e s s e n t i a l to 
have a look out t h e Dea le r Margin o f fe red by t h e di f -
f e r e n t companies t o t h e v a r i o u s r e t a i l e r s . I t i s 
s u r p r i s i n g t o no te t h a t Dea le r Margin i s not accom-
pan ied by any s a l e s promotion scheme* a l though seve ra l 
d e a l e r have s a id t h a t t h e margin i s i n s i g n i f i c a n t whi le 
t h e o t h e r s were s a t i s f i e d wi th t h e p r o f i t . 
Dea le r Margin a t a Glance 
Brand Name Margin 
Bajaj 10% 
I r o n 10% 
T o a s t e r 10% 
Racold 
I r o n 10% 
T o a s t e r 10% 
(The average margin i s c a l c u l a t e d by applying 
mode roethodi y- ,."'-. 
Ds/ 
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WHDLESyy.LER MARGIN; 
The informat ion could not be c o l l e c t e d because 
of absence of w/s i n t h e c i t y of Lucknow. 
DISCPUNT MP OTHER FAGILITIBS t 
I t i s s u r p r i s i n g t o note t h a t n i ^ h e r BajaJ 
nor Racold p rov ides any f a c i l i t y regarding d i scoun t , 
c r e d i t e t c . Probably t h e reason l i e s i n t h e f a c t 
t h a t they have an e s t a b l i s h e d market and c o m p e t i t o r s . 
Out of 20 d e a l e r s con tac ted most ly r e p l i e d i n nega t ive 
when asked about Bulk discount# Turn ove r d i s coun t , 
cash d i scoun t and c r e d i t d i s c o u h t . However, on ly 
t h r e e came out saying t h a t some t ime payment r e l a x a -
t i o n s a r e made by Bajaj and Racold for l i m i t e d p e r i o d s . 
REASONS FOR BEST SELLIIG MODEL OF IRON PRESS AND TOASTER 
BAJAJ IRON; 
Dea le r s a t t r i b u t e d v a r i o u s reasons fo r s a l e of 
Bajaj I r o n P r e s s , While most of t h e d e a l e r s emphasized 
t h e q u a l i t y of t h e product , many s t r e s s e d goodwil l 
of t h e company as a major f a c t o r . Some emphasized 
t h e l a r g e s c a l e advertisennent compaingn r e s t a t e d t o 
buy B a j a j . Almost a l l d e a l e r s were unanimous i n t h i s 
response t h a t g r e a t e r o u t p u t , l e s s e r e l e c t r i c con-
sumption, fewer complaints and e legan t looks of Bajaj 
p roduc t were equa l l y s i g n i f i c a n t f a c t o r s . 
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These reasons accounted fo r g r e a t e r s a l e s of 
d i f f e r e n t models of Bajaj Izx>n P r e s s . At t h i s 
Junc tu r e i t i s a p p r o p r i a t e t o mention t h e v a r i o u s 
models of I r o n Press and Toas t e r roazketed by B a J a j . 
Auto s t a n d a r d : The b e s t and most popular model of 
Bajaj I r o n P r e s s . Besides q u a l i t y , brand name# 
heavy advert isement^ p r i c e has a cons ide rab l e say 
i n t h e purchas ing d e c i s i o n . Power of purse* i s 
a l s o an impor tan t reason in f luenc ing a consumer. 
Auto super and Auto supreme a r e purchased 
because of more o r l e s s s i m i l a r r e a s o n s . 
Bajaj J u n i o r i s p r e f e r r e d by t h o s e peop le who 
need a q u a l i t y product of low p r i c e . 
BAJAJ TOASTER 
There a r e two models of Bajaj Toas t e r popu la r 
i n t h e marke t . 
P r e s s l i f t 2 s l i c e t o a s t e r ; Th i s model of Bajaj 
t o a s t e r has g o t most of t h e market share of Bajaj 
T o a s t e r . The reasons c i t e d f o r t h i s model of Bajaj 
a r e i t i s a q u a l i t y product of a reputed company, 
a t r easonab le p r i c e commensurate with t h e qual i ty . 
Smaller family u n i t s p r e f e r 2 s l i c e t o a s t e r t o a 
4 s l i c e t o a s t e r . 
sn 
RACPID IRON PRESS AND TOASTER 
The r easons for b e s t s e l l i n g model of i r o n 
P res s and t o a s t e r of Raoold a r e more o r l e s s s i m i l a r 
t o t h a t of B a j a j . Qual i ty , Goodwill of company, 
d u r a b i l i t y e t c , a r e t h e r easons which were a t t r i -
bu ted by t h e D e a l e r s . 
DISTRIBUTION CHANNEL; 
Bajaj I - Out of 14 d e a l e r s of Bajaj when 
asked about t h e method of d i s t r i b u t i o n , 13 r e p l i e d 
t h a t t hey a r e g e t t i n g s u p p l i e s firom Kanpur whereas 
one s a i d t h a t he g o t i t from Lucknow o n l y . 
When enquired from where Kar^ur d i s t r i b u t o r 
g e t s s u p p l i e s , a l l r e p l i e d i n n e g a t i v e , 
Racold ; - I n case of Racold a p p l i a n c e s , Lucknow 
c i t y r e c e i v e s t h e supp l i e s from Kanpur c i t y . A l l 
d e a l e r s gave t h e same in fo rma t ion . 
F indings : The danand of Lucknow c i t y i s met by 
Kanpur where bo th Bajaj and Racold have t h e i r d i s t r i -
b u t o r o f f i c e . Not only Lucknow but roost of U t t a r 
Pradesh g e t s supp l i e s from Kanpur. Probably Kanpur 
g e t s supp l i e s from company d i r e c t l y . 
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FASGINATIIC FEATURE: 
Number of Dealer 
Contacted 
20 
Not t o l d about 
any f e a t u r e 
13 
66.6% 
Told about 
new f e a t u r e 
7 
33.3% 
F ind ings : 33 ,3 p e r c e n t d e a l e r s responded favour-
ab ly when asked to suggest some f e a t u r e t o make p r o -
duc t more a c c e p t a b l e . But t h e informat ion they supp-
l i e d too i s i n s i g n i f i c a n t and c a n ' t be helped i n 
developing a new p roduc t . "Steam Pres s , q u a l i t y and 
Reasonable p r i c e . Automatic adjustment e t c " , were t h e 
f e a t u r e s expressed . 
66.6 p e r c e n t d e a l e r s a r e i gno ran t t o t h e 
e x t e n t t h a t they never thought of any iroprDvement and 
never no t i ced t h a t consxiroer r equ i r ed any s p e c i f i c qua l i ty* 
AFTER SALES SERVICE (ASS) 
ASS a t a Glance 
Number of shops Percen tage 
of shops 
Auttoorised ASS f o r Bajaj 
ASS a v a i l a b l e 
Authorised ASS f o r Racold 
Not a v a i l a b l e 
Ava i l ab le fo r gauran tee 
Per iod on ly 
2 
13 
2 
2 
1 
10% 
65% 
10% 
10% 
5% 
20 100% 
3? 
Findings s ASS i s a v a i l a b l e a t about 90% of shops . 
10% a r e a u t h o r i s e d c e n t r e for Bajaj and Racold r e s -
p e c t i v e l y . At 65% o r 13 shops ASS a r e a v a i l a b l e fo r 
a l l ( inc lud ing those purchased some where e l s e ) . 
The pe rcen tage of au thor ized ASS c e n t r e i s not 
s a t i s f a c t o r y . 
TRAINIIG ARRAKSEMENTj 
Number 
person 
2 
12 
2 
3 
-1-
20 
of Percentage 
10 
60 
10 
15 
_ ^ 5 ^ 
100 
C e r t i f i c a t e ho lde r 
Se l f -Tra ined by exper ience 
Company t r a i n i n g 
Bxployee t r a i n i n g 
No t r a i n i n g 
F indings : I t i s a known f a c t t h a t both Bajaj and 
Racold do not have any t r a i n i n g f a c i l i t i e s . Only 10% 
a r e t r a i n e d by company. Mostly around 60% enployees 
a r e t r a i n e d and s k i l l e d only by t h e i r exper ience i n 
a p a r t i c u l a r f i e l d . 10% pe r sons a r e pos se s s ing a 
c e r t i f i c a t e e t c . 
RATE OF FAILURES 
Bajaj ( I r o n and Toas te r ) 5% 
Racold( I ron and Toaster ) 5% 
5.? 
Findings : The f a i l u r e r a t e of t h e app l i ances i s 
a t t h e r a t e of S% on ly . 60% of t h e d e a l e r s agreed 
on 5% of t h e complaint r a t e whereas few mentioned 
h igher r a t e of f a i l u r e s . One d e a l e r complained a 
20% f a i l u r e . 25% d e a l e r complained about t h e f a l l 
i n t h e q u a l i t y s tandard of Bajaj and Racold. 
However, s t i l l r e l i a b i l i t y of Bajaj and Racold i tem 
i s very h igh . 
COMMISSION FOR ASS FROM ODMPANY 
Oommission 
Yes 
tb 
P a r t s a r e suppl ied 
by company 
Major d e f e c t s a r e 
compensated by 
company. 
Number of 
r e p l i e s 
2 
15 
1 
-J-
20_ 
Percenta 
10% 
75% 
5% 
10% 
100% 
Findings : 75% d e a l e r r e p o r t e d t h a t they a r e not 
g i v e n any f a c i l i t y for t h e s e r v i c e they a r e esspected 
t o o f f e r to consumer. I n few c a s e s p a r t s a r e r ep laced 
o r compensated t h a t too a t an i n s i g n i f i c a n t r a t e . 
But i t should be noted t h a t companies being s a t i s f i e d 
wi th t h e q u a l i t y of produces do not p rov ide ASS. I n 
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f a c t they a r e avoiding t h e r e a l i t y t h a t q u a l i t y of 
t h e i r p r o d u c t s has dec l i ned a s both d e a l e r and con-
sumers complained. 
New product expected s e l l i n g : 
10 d e a l e r s i . e . 50% c a n ' t spec i f i ed t h e q u a n t i t y 
of new p roduc t s but were sure t o s e l l new q u a l i t y 
p r o d u c t , whereas 3 i . e . 15% showed t h e i r i n a b i l i t y 
t o s e l l new p r o d u c t . 7 i . e . 35% dea l e r s p e c i f i e d t h e 
q u a n t i t y i n numerical term ranging from 30 u n i t s p e r 
yea r t o roaximvim of 70 u n i t s p e r yea r . However, 
dur ing survey i t became c l e a r t h a t q u a l i t y p r o d u c t 
can be so ld e a s i l y . 
Economical Method of p u b l i c i t y : 
Number of respondant Percentage 
Magazines 5 18 .4 
Radio 2 7 ,6 
T.V. 1 2,8 
News paper 8 30 ,7 
Cinema s l i d s 0 00 
No publicity _10^ . i2 i5_ 
26 100.0 
F ind ings s Newspapers appears to be t h e most econorai-
c a l method of p u b l i c i t y followed by magazines and Radio. 
However, ma jo r i t y d o n ' t have i d e a about i t and do no 
p u b l i c i t y . 
a') 
Local publicity 
Number of dealer Percentage 
Local publicity 
done 6 30% 
No local publicity 10 50% 
Publicity done by 
dealer by company 1 5% 
share 
Local publicity by 
company only -.J-. jt^ -^
20 100% 
Findings: I t i s thus evident tha t 50% of t he 
dealers do not carry out any s laes promotion or local 
p u b l i c i t y . 30% who carry out local pub l i c i ty do not 
receive any f inancia l help from the company. Only 
5% of the dealers informed tha t local pub l i c i t y ejcpen-
d i t u r e are shared by company which i s i n s ign i f i can t 
and appears to be wrong. Usually (15%) the firm 
adver t i ses for t h e i r brand of products and i n s e r t the 
dealers name free of co s t . But names of only those 
dealers are inser ted who are authorised dealer of 
company. 
^ 
CONSUMER SURVEY 
The o b j e c t i v e of survey was t o f ind ou t t h e 
consvimer op in ion about E l e c t r i c a l app l i ances ( I ron 
P re s s and Toas te r ) of Bajaj# Racold and E l i t e make. 
For t h i s purpose a survey of consumers was c a r r i e d 
o u t i n medium and high income l o c a l i t i e s of Lucknow. 
I n a l l 50 i n t e r v i e w s were conducted from which 45 
were s e l e c t e d on the b a s i s of o b j e c t i v e r e sponces . 
I n t h e following pages* informat ion c o l l e c t e d 
dur ing i n t e rv i ew i s analyzed. 
Actual number of persons us ing I r o n P res s and Toas te r 
Number Percen tage 
1- I r o n Press u s e r s 45 100% 
2- Toas t e r u s e r s 37 82.2% 
3- I r o n P res s non u s e r s 0 0 
4- Toas t e r non u s e r s 8 17.7% 
F ind ings ; I t was no t iced t h a t a l l t h e consumers ii>-
terviwed were us ing I r o n p re s s* 82.2% o r 37 consumers 
were us ing T o a s t e r and 17.2% o r 8 pe rsons d o n ' t u se 
T o a s t e r . But t h e s e persons a r e p o t e n t i a l u s e r s a s 
i t was observed during t h e i n t e r v i e w . 
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2« Period of use - This was devided in to two, 
f i r s t l y those using i t for 5 years and above and 
secondly, those who have been using i t for l e s s than 
5 years . 
AF. 5 years St above Number of Percentage 
users 
I ron Press 35 77.7% 
Toaster 30 82.0% 
B> l e s s than 5 years Number of Percentage 
users 
I ron Press 10 22.2% 
Toaster 7 18.0% 
Findings: 77.7% consxaners are using the I ron Press 
product for more than f ive years where as 22.2% have 
an Iron Press for a period l e s s than f ive years . 
Similarly, 82% of interviewers have been famil iar 
with a Toaster as a household item for more than 5 
years on the o ther hand 18% are the new users of Toaster, 
3 . Brand wise break up of consumers: 
Bajaj 
I ron Press 
Toaster 
Racold 
Iron Press 
Toaster 
No .of coa 
18 
10 
7 
15 
40. 
27. 
15, 
40, 
.0% 
• 2 % 
,5% 
• 5 % 
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Any o t h e r 
I r o n P res s 17 
Toas t e r 11 
E l i t e 
I r o n Press 1 
T o a s t e r 1 
Unbranded 
I r o n P re s s 2 
Toas t e r ^0_ 
I r o n Press - 45 
Toas te r - 37 
F i n d i n a s : Ba1a1 has a o t 40% and 27. ,2% 
37.7% 
29.7% 
2.2% 
2.7% 
4.4% 
0 
100.0% 
100.0% 
share i n 
I ron Press and Toaster respec t ive ly . Whereas 
Racold has got 15.5% and 40.5% share i n Iron Press 
and Toaster, E l i t e has got 2.2 and 2.7% shares . 
Other brands which includes Kleertone* Imported 
Phi l ips and Murphy, local Murphy, Brownee Toaster 
have got 37,7% and 29.7% market share i n Iron Press 
and Toaster . Unbranded a re i n s ign i f i can t . One 
aspect which i s of i n t e r e s t i s t ha t Racold Toaster 
are more popular compared to Bajaj Toaster, 
4, Gif t or purchased - 90% of ojnsuroers purchased 
appliances where as 10% of consumer received i t as 
g i f t on some good occasion. 
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5» Reasons f o r s e l e c t i n g a p a r t i c u l a r brand of 
I r o n P res s and T o a s t e r , 
Most of t h e consumers pa id g r e a t e r a t t e n -
t i o n t o t h e q u a l i t y and good w i l l of t h e company. 
Some of t h e consumer were in f luenced by t h e g r e a t e r 
o u t put» l e s s e r consumption and fewer complaint 
f e a t u r e s . They came to know about t h e s e f e a t u r e s 
e i t h e r by pe r sona l exper ience o r from f r i e n d s . 
P r i c e f e a t u r e c e r t a i n l y i n f l u e n c e s buying p a t t e r n 
bu t q u a l i t y i s p r e f e r r e d i n comparision t o p r i c e . 
6 , Consumer's shopping E f f o r t s : 
No.of Percentage 
consuraert 
Shoppir^ Ef fo r t involved 15 33.3% 
Shopping Ef fo r t not involved_30 __66,6% 
45 100.0% 
Find ings : Shopping e f f o r t s and brand comparison 
was done by on ly 33.3% consumers con t ac t ed . Whereas 
2/3 o r 66.6% have made no such e f f o r t . Obviously 
t h e l a t t e r constuners have brand l o y a l i t y a f t e r t h e 
exper ience of us ing t h e same company p r o d u c t s and 
s t r i k i n g to th«n because of p r e f e r e n t i a l r e a s o n s . 
7 . F a c t o r s E f f ec t i r ^ Purchase P a t t e r n ( P r i o r i t y wise) 
PRICE Number of consumer Percentage 
Pre fe rence I 7 15.6% 
I I . 25 55.6% 
40 
Prefe rence I I I H 
IV 1 
No 1_ 
45 
24, 
2< 
2, 
100. 
A% 
• 2 % 
• 2 % 
.0% 
QUALITY 
Pre ference I 
I I 
I I I 
IV 
No 
14 
22 
7 
0 
2 
45 
31.15% 
4 8 . e% 
1 5 . 5 % 
0 
4.45% 
100.00% 
Brand I^ iaine 
P r e f e r e n c e I 
I I 
I I I 
IV 
No 
30 
0 
8 
0 
7 
45 
66.66% 
0 
17.77% 
0 
1 5 . 5 5 
100.00% 
Anv o t h e r 
P r e f e r e n c e I 
I I 
I I I 
IV 
No 
0 
0 
5 
2 
38 
45 
0 
0 
11.11% 
4.44% 
84.44% 
99.99% 
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Findings i 
Price : - Price i s one of the most important 
factor in making a purchase decis ion. The survey 
ind ica tes tha t 7 consumer i . e . 15.5% considered pr ice 
as the prime factor whereas 25 i . e . 55,5% considered 
i t the second factor influencing purchase. 24.4% 
ie» 11 people considered i t as the t h i r d factor , 
followed by 2.2% people who don ' t considered i t a t a l l . 
Quality : - 31.1% i . e . 14 people considered 
qua l i ty as the main factor influencing purchase 
decis ion. But 22 i . e . 48,4% consumer rated the qual i ty 
c r i t e r i a influencing th®n on second grade. Similarly, 
7 consumer i . e . 15.5%, 0 i . e . 0% and 2 i . e . 4.4% rated 
i t t h i rd , fourth and f i f t h respec t ive ly . 
Brand Loyalitv - I t was leather surprising to find 
t h a t 30 consumer i . e . 66% are highly influenced by 
the Brand. They considered i t as the main reason. No 
consumer rated i t on second grade, 8 consumer i . e . 17.6% 
are found to be rat ing i t as the th i rd factor effecting 
purchase. Only 7 consumer i . e . 15.5% are found which 
a re not influenced by Brand a t a l l v*iile buying an 
appliances. 
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Any other : - 38 i . e . 84.6% are those consumer who 
are not influenced by any o ther fac tor . And some 
people were influenced by other f ac to r s . 
Influencing fac tors ; Niirnber of percentage 
consumer 
ap. Advertisement 45 100.00% 
!>. Recommendation from 
friends 21 46.6% 
c- Experience of the 
Brand 19 42.2% 
Findings : - All the 45 consumers interviwed were 
influenced by the Advertis^nent which has maximum impact. 
21 users i . e . 46,6% are influenced by the 
Recommendation of friends* whereas 19 i . e . 42.2% are 
influenced by the experience of using the Brand. This 
leads to the conclusion tha t advertisement plays v i t a l 
r o l e in influencing both the present consumers as 
well as po ten t i a l consumers. 
Medium of Advertisement : -
The new product range of any company i s usual ly 
backed iy heavy advertisement. But i n case of Elec-
t r i c a l Appliances due to s t i f f competition, promo-
t iona l a c t i v i t i e s have to be redoubled, when asked 
to t e l l the most economical method of Advertisement 
for new products, most were in favour of Newspapers 
(40 out of 45), 22 favoured Magazine, 10 saw advantage 
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from T.V. and 3 were fo r Radio a d v e r t ! s « n e n t . Another 
2 vrere not impressed by any of t h e above adve r t i s emen t . 
Bajaj r e l i e s heav i ly on t h e adver t i sement 
s p e c i a l l y i n Newspaper and Magazines. K e y i n g t h e s e 
f a c t s i n mind i t w i l l be necessary t o s e l e c t t h e 
medium acco rd ing ly . 
Break down and Af te r s a l e s Service 
IRON PRESS 
Rare ly 
Once 
Twice 
Never 
Number of u s e r s 
8 
8 
3 
45 
Percentage 
16.6% ; 
16,6% ; 
6,6% i 
^60^0%^ 
98.8% 
39.8 
TOASTER 
Rare ly 
Once 
Twice 
Never 
F ind ings ; - 39,8% u s e r s complained about t h e f a c i l i t y 
performance of I r o n P r e s s . Th i s c o n s i s t of complaint 
Rarely* once o r twice a s 16,6%, 16,6% o r 6,6% r e spec -
t i v e l y . Whereas i n case of Toas te r 18,9% complained. 
4 
3 
0 
45 
10,8% S 
1 
8.1%! 18.9 
1 
0.0%; 
81,08% 
99.98% 
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60% and 81,08% respect ively of Iron Press and 
Toaster never complained about i t . Minor defects 
have been excluded from the break down. 
After Sales Service; 
No 
At the same shop 
Any where e l se 
Those who faced any defects in t h e working of 
I ron Press and Toaster contacted e i the r the same shop 
from where they bought i t or any other shop - 20% of 
them contacted same shop where as 33,3% contacted any 
repa i r i r^ shop. I t was observed that for major defect 
consumer contacted the dealer and complained whereas 
for minor defects they got i t repaired any where. 
of users 
21 
9 
15_ 
45_ 
Percentage 
46.7% 
20% 
33 .3% 
100.0% 
Sat isfactory Repairs ? 
Yes 20 
Ho _ 4 ^ 
- 2 4 ^ 
8 3 . 3 % 
16.7% 
100.0% 
Out of those who complained 83.3% were s a t i s -
f ied with the repa i r s and only 16.7% were not s a t i s -
f ied with the r epa i r s . Thus i t was observed tha t a 
45 
majo r i t y were s a t i s f i e d with t h e q u a l i t y and t h e ASS 
of Bajaj Racold e t c . 
Frequency and Dura t ion of u s e of I ron Press : -
The informat ion c o l l e c t e d was c l a s s i f i e d i n t h e 
fol lowing method fo r drawing a conc lus ion : 
Frequency of use -
Number 
Da i ly 
Weekly 
Rare ly 
Twice o r more 
Don ' t know 
Dura t ion of use -
is hour o r l e s s 
^ - 1 hour 
1 - 2 hour 
No t ime 
of consumer 
17 
08 
3 
16 
—i-
__45_ 
09 
19 
04 
-11-
-i5-
Percentage 
37.7% 
17.7% 
6.6% 
35.55% 
2_.2%_ 
100,75 
19.08% 
42.2 % 
8.8 % 
28.6 % 
99 .4 % 
Find ings ; - I t was found t h a t 37.7% u s e r s d a i l y 
followed by 35.4% u s e r s who use i t twice o r t h r i c e a 
week. Small pe rcen tage u se s i t r a r e l y whi le 17.7% used 
i t weekly. 
4.9 
Thirdly^ pr ices of Bajaj and Racold products 
are high. Since they swear by qua l i ty . Despite 
t h i s fact they are doing good business . The reasons 
a re not few to seek. 
(1) Brand awareness has been created by these 
companies among the consumers. 
(2) Both the companies beleive i n heavy acU 
v e r t i s i n g . They cover not only one media but a l l 
poss ib le sources of pub l ic i ty - Newspapers, Magazines, 
(both general and weekly). Film magazines. Radio and 
T.V. are extensively covered by these companies. 
Fourthly, quali ty-wise Bajaj and Racold pro-
ducts are superior to a l l o ther products, since the 
number of complaint received by them are fewer i n 
number. After Sales Service of above two company's 
i s also qui te prompt. While After Sales Servi'e of 
o ther products i s bas ica l ly haywiJ^e and prompt 
a t t en t ion i s some time not ava i lab le . This goes to 
show tha t the qual i ty concious company use b e t t e r 
raw material which have been qual i ty t e s t ed . Besides, 
while good companies which have good wi l l i n the 
market keep a t ra ined staff to attend to complaints 
'"^n 
of a f t e r sa les procluct. Other canpanies give l i t t l e 
importante to t h i s aspect of marketing. 
F i f th ly , though Bajaj and Racold appliances 
a re popular in the market as indicated by consumer 
survey# Bajaj products seem to have an edge over 
t he Racold appliances of the Racold products the 
Toaster has a b e t t e r turnover than the Iron Press . 
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SUGGESTIONS FOR CAPTURIN3 MARKSTT SHARE 
PRICE ; - Since Vol tas wishes t o e n t e r t h e market 
with high q u a l i t y I r on Press and Toas te r , i t i s c l e a r 
t h a t low p r i c e s fo r t h e s e i t ems can not i^^nv^saged. 
I t w i l l have t o look to o t h e r f a c t o r s a p a r t from t h e 
p r i c e s , to boost i t s s a l e s once i t s en t ry i n t o t h e 
marke t . Th is w i l l r e q u i r e i t t o concen t r a t e i t s 
f u l l e s t a t e n t i o n t o those s e c t i o n s of buyers who hold 
q u a l i t y i n prime importance, and who a r e w i l l i n g to 
pay more fo r a brand name of supe r io r q u a l i t y , 
ADVERTISEMENT : - Advertisement i s a ve ry e f f e c t i v e 
method f o r bu i l d ing product awareness and c o n v i c t i o n 
a t t h e i n t r o d u c t o r y s t a g e . The case of SUMET MIXIES 
and BROWNEE TOASTER would help i n eva lua t ing t h e 
r e l evance of a d v e r t i s i n g . At f i r s t p roduc t s were 
not popula r but wi th t h e passage of t ime and c o n s t a n t 
a d v e r t i s a n e n t and p u b l i c i t y , they have now ga ined a 
foothold i n a h igh ly compet i t ive f i e l d . Hence i t i s 
t h e advantage of Vo l t a s , t h a t t h e i r product be g iven 
e x t e n s i v e adver t i sement f a c i l i t i e s . 
So 
Vol tas should t r y to a l l o c a t e l a r g e r o u t l a y 
on adver t i sement fo r i t s a p p l i a n c e s . The buying 
d e c i s i o n f o r I r o n Press and Toas t e r i s i n v a r i a b l y 
made by house wives (70-30) . Therefore a d v e r t i s e -
ments should be d i r e c t e d t o i n f l u e n c e t h e middle 
and upper c l a s s house wives who a r e u s u a l l y subs-
c r i b e r s of some of t h e week l i es and m o n t h l i e s . 
I t t h e r e f o r e fol lows t h a t adver t i sements w i l l prove 
more e f f e c t i v e i f i n s e r t e d i n such magazines a s 
Fanina , I l l u s t r a t e d weekly, Readers D iges t , Dharmyug 
S t a r & S t y l e e t c . Besides t h e s e newspapers a r e an 
e f f e c t i v e media. Since I ron P res s and Toas te r a r e 
non-seasonal i t ems adver t i sements should be i n s t e r t e d 
p e r i o d i c a l l y . 
BRAtP NAME : -
Vo l t a s b l anke t name should be g iven equal 
prominence as t h e i r brand name. All e l e c t r i c a l app-
l i a n c e s from^,Voltas i s a r epu ted concern i t s ve ry 
name on t h e manufactured p r o d u c t s would enhance tiie 
wor th iness of t h e product i n t h e eys of t h e customers 
and help i n i n c r e a s i n g t h e s a l e s . 
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NEW PRODUCT : - There i s a g r e a t demand of steam 
Pres s with au tomat ic adjus tment . Therefore , i t 
becomes impe ra t i ve fo r Vbl tas t o i n t roduce t h i s and 
o t h e r unique f e a t u r e s t o a t t r a c t consumers. I t 
goes wi thout saying t h a t t h e i r p u b l i c i t y gimmicks 
should pay g r e a t e r a t t e n t i o n to any innova t ions being 
in t roduced i n t h e i r p r o d u c t s . 
DISTRIBUTION OUTLETS : -
The number of o u t l e t s w i l l have a d e f i n i t e 
bear ing on the s e l l of a p r o d u c t . Thus Vol tas should 
maximise t h e number of o u t l e t s to g e n e r a t e g r e a t e r 
t u rnove r of I r o n Press and T o a s t e r . I t i s a d v i s a b l e 
t h a t o u t l e t s should be d i s p e r s e d among e l e c t r i c a l 
shops . Genera l s t o r e s and G i f t houses . 
DISTRIBUTION CHANNEL i -
Nei ther Bajaj nor Racold have d i s t r i b u t o r 
o f f i c e a t Lucknow. The requirannents of Lucknow a r e 
met by Kanpur so i t would be b e n e f i c i a l fo r Vb l t a s 
to i n c r e a s e shpere of a c t i v i t i e s by having D i s t r i -
b u t i o n and Wholesale o f f i c e a t Lucknow fo r easy 
a c c e s s a b i l i t y to the Lucknow r e t a i l e r s . 
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AFTER SALES SERVICE AH) SCHEMES : -
Vo l t a s should a l s o a d v e r t i s e proroinently t h e 
a v a i l a b i l i t y of a f t e r Sa les Se rv ice a t v a r i o u s c e n t r e s . 
I n ca se of any breakdown major o r minor, t h e company's 
w e l l t r a i n e d s t a f f should immediately be despatched 
f o r prompt s e r v i c e , 
Vo l t a s should a l s o i n t r o d u c e some schemes 
which p rov ide an i n c e n t i v e t o R e t a i l e r s a s wel l a s 
t h e consumers. Because of t h e s e schemes R e t a i l e r s 
w i l l t ake a d d i t i o n a l i n t e r e s t i n s e l l i n g Vo l t a s 
Produc t , The schones may be a p r i c e d i scoun t o r 
g i f t e t c . 
— • t • — 
MARKET SURVEY 
1. Name of the Market: 
2. Name of the Dealer and address: 
3. How iqany Iron and toaster do you 
/-salc^ in a year, taking all brands 
^nd models into account ? 
4« Which are the best selling brands of 
IRON 
Baiai Models Racold Models E l i t e Models 
In order of 
preferences 
Quantity 
sold during 
year : 
Consider 
Pr ice: 
Price to 
Dealer 
W/S Price 
- : i i : -
TOASTER 
.M ^4M ^mm ^ — • ^ ^ 0 ^ « • « , ^ » • • ^ - » , ^ ^ — ^ ^ » - • » « • » — » • • » — « — «—• * - • « • • « * • « ^ » * • » ^ » ^ » ^ ^ — • « 
Baial Models Racold Models E l i t e Models 
I n o rde r of 
P re fe rence : 
Quant i ty sold 
dur ing yea r : 
Consxjiner 
P r i c e : 
P r i c e t o 
Dealers 
Wholese l le r 
P r i c e : 
5 . Trade d i scoun t and o t h e r f a c i l i t i e s : 
Baial Racold E l i t e 
A,Bulk d i scoun t 
B,Turnover d i s c o u n t : 
C.Cash d i s c o u n t : 
D .Cred i t f a c i l i t i e s : 
E.Any o t h e r f a c i l i t i e s : 
6 , What a r e t h e r easons for h ighes t s a l e of b e s t s e l l i n g 
model of I r o n ? 
Model Reasons 
Bajaj (1) 
(2) 
Raco ld( l ) 
(2) 
E l i t e (1) 
(OS 
- : i i i 
7 . What a r e t h e reasons f o r h i g h e s t s a l e of b e s t 
s e l l i n g model of Toas t e r ? 
Model Reasons 
Bajaj (1) 
(2) 
Racold (1) 
12) 
E l i t e (1) 
(2) 
8 . Prom where you ge t t h e s u p p l i e s ? 
Bajaj 
Racold 
E l i t e 
9 . Can you suggest scwae f a s c i n a t i n g f e a t u r e which 
i f i n c o r p o r a t e d w i l l make t h e product roost 
a c c e p t a b l e : 
10 . What a r e t h e arrangements f o r a f t e r s a l e s e r v i c e ? 
(b) Who makes t h e a r rangenen ts fo r t r a i n i n g of 
your mechanic ? 
(c) What i s t h e r a t e of f a i l u r e s ? T o a s t e r : 
I r o n : 
(d) Does r e t a i l e r g e t any s e rv i ce commission? 
1 1 . I f a good branded app l i ance i s in t roduced with 
unique f e a t u r e s a s you t o l d me# how many you 
can s e l l i n a year ? 
a) I r o n i 
b) T o a s t e r : 
- : iv 
12 . Can you suggest t h e most economical method of 
p u b l i c i t y which w i l l b e s t he lp i n popular ing 
t h e new branded I ron and Toas t e r ? 
Paper/Radio/Magazine/T.V./Cinenoa s l i d e s 
1 3 , Do you c a r r y out some p u b l i c i t y and what sha re 
i s pa id by t h e company ? 
CONSUMER SURVEY 
1- Name and Address of consumer : -
2- Are you using Iixjn ? 
3- Are you using Toaster ? 
4- Since when you are using Iron and Toaster ? 
5- Which brand of Iron and Toaster are you using ? 
6- What were the reasons in favour of t h i s brand 
of I ron and Toaster o r was i t a g i f t frcwn some 
good friend where you could 'nt have any say ? 
7- Did you see any other brand at some other 
shops before making the f ina l decision ? 
8- Please give p r i o r i t y to the following elenents 
while buying Iron and Toaster : 
Price 
Quality 
Brand Name 
Any other(Appearance). 
9- Which of t h e following fac tor influenced you raostj 
Advertisement 
Recommendation from f i rends 
Experience of the Brand. 
10- In your opinion what wi l l be the most ef fec t ive 
medium of advertisonent for popular is i r^ a new 
brand of Iron and Toaster ? 
